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Tatianna Gildersleeve, owner of Greenwich textile 
company Tredway White, holds harvested hemp 
stalks with farmer and hemp activist Josh 
Hendrix on Hendrix’s land in Mt. Sterling, Ky. 
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By Matt Pilon 


mpilon@HartfordBusiness.com 


t was easy to miss during the late-night 
negotiations and flurry of activity that char- 
acterized the final days of the legislative ses- 
sion earlier this month. 

But with little fanfare and virtually no 
opposition, state lawmakers approved a bill 
that would allow for hemp to be grown in Con- 
necticut for the first time in more than 50 years. 

The move represents a small step back 
towards an era in the state’s history when, 
according to federal agriculture records, 
farmers grew hemp in at least six counties. 

By itself, the bill, which still needs Gov. Dan- 
nel P. Malloy’s signature, won’t spur a commer- 
cial hemp resurgence in the state, but advocates 
hope it’s a step in that direction. For now, the 
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stadium to bear the unkin’ Pons name. Before agreeing 
to the sponsorship, Dunkin’ Donuts consulted a subsidiary 
of the Boston Red Sox;erganization. 
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Red Sox gave nod to 
Dunkin’s Yard Goats deal 


Brand, market, community awareness determine sponsorships’ value 


By Brad Kane 
bkane@HartfordBusiness.com 
efore Dunkin’ Donuts agreed to attach its name to Hartford’s 
B new minor league ballpark, the restaurant chain got a nod of 
approval from another familiar brand to Connecticut baseball 
fans: the Boston Red Sox. 
Because Dunkin receives approximately 400 sponsorship requests 
annually, the company uses a subsidiary of the Red Sox corporate 


owner Fenway Sports Group to help it decide where to invest market- 
ing dollars. After Fenway Sports Management, which is led by Red Sox 
Chief Operating Officer Sam Kennedy, signs off on a potential sponsor- 
ship deal, Dunkin’ enters into negotiations with the team or organization 
and decides if it can reach a mutually favorable agreement, said Tom 
Manchester, Dunkin’s vice president for field marketing. 

“They help us evaluate each [sponsorship] opportunity individually 


Continued on page 14 
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FOCUS: 
ENTERTAINMENT 


First Act 


Michael Gennaro had big shoes to fill when he took 
over for Michael Price as executive director of East 
Haddam’s Goodspeed Musicals. Find out what 
Gennaro has planned for the famed theater. PG. 8 
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Decision 2015 


This week Hartford Business Journal sits down with 
Theodore Cannon, the only Republican running for 
mayor of Hartford. Cannon said he wants to give city 
government what he thinks it lacks — more ideas and 
accountability. PG. 3 
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Cannon says 
one-party 
rule hurting 
Hartford 


By Frank Campailla 
Special to the Hartford Business Journal 
heodore Cannon is running for mayor of 
T Hartford to give city government what 
he thinks it lacks — more ideas and 
accountability. 

Cannon is a Republican in a city that for 
years has elected Democrats to the mayor’s 
office and to amajority on the City Council. 

“The performance of that one-party gov- 
ernment is inadequate,” Cannon said. “My job 
is to convince voters to be more informed and 
open minded to issues confronting the city 
and look at the performance of the Democrat- 
dominated mayor’s office and City Council.” 

Cannon is the only Republican running for 
mayor so far. Republican Town Committee 
Chairman Ken Lerman expects the party to 
endorse Cannon at the Republican town commit- 
tee meeting in July. Cannon believes a Republi- 
can in the mayor's office will change Hartford. 

“There will be checks and balances that 
do not exist now,” Cannon said. “No party has 
an exclusive on good ideas. By sharing ideas 
from both sides of the aisle, we will arrive at 
the proper solution to Hartford’s problems. 

Cannon, 60, has lived in Hartford since 1999 
and served two terms on the board of Hart- 
ford’s West End Civic Association. He has four 
children and worked in the municipal finance 
industry from 1976 to 2013 advising towns, 
cities and states across the country on public 
finance, debt payment and the marketing and 
pricing of municipal bonds for investors. He is 
a former senior vice president at Webster Bank. 

Cannon now works at The Kerin Agency 
in Newington counseling clients on bond and 
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Theodore Cannon is the only Republican candidate in this year’s Hartford mayoral race. The insurance and bond consultant said a Republican mayor would change the city’s direction. 
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insurance services. Finance is at the core of 
Hartford’s problem, according to Cannon, 
and he believes his finance experience dif- 
ferentiates him from other candidates. 


How would you assess Hartford’s cur- 
rent economy? 

The economy in the surrounding neigh- 
borhoods to downtown is lacking with a high 
unemployment rate. It’s wonderful that we are 
building all these apartments downtown, but 
the majority of that is state-funded through the 
Capital Region Development Authority. There 
isn’t much in the way of, with the exception of 
the baseball stadium, economic development 
that is city sponsored. There are some signs of 
improvement, but it’s nowhere near significant 
enough to take Hartford to the next level. 


What are your top two economic devel- 
opment initiatives to improve the city? 

First is successful completion of the Down- 
town North project. It is imperative that it is 
completed as a complement to the baseball sta- 
dium. The stadium left alone will not result in the 
economic success it was originally designed for. 

Second, I would create an economic devel- 
opment task force comprised of city officials, 
members of the private sector, and business 
leaders — a group such as the MetroHartford 
Alliance — along with significant input from 
resident representatives. Their job would be 
to identify and develop a specific strategy for 
economic development in the city in the form 
of job creating industry. The city has a lot of 


land, alot of buildings that it owns sitting there 
off the tax rolls that could be utilized for pri- 
vate development. We need manufacturing. We 
need adistribution center in Hartford. We need 
call centers in Hartford. We need permanent, 
full-time, market-rate jobs. 


What can be done to reduce the 74.29 
mill property tax rate that businesses 
are subjected to? 

The tax code has to be revised. There 
must be, over a period of time, an incremental 
decrease in the assessment ratio on commer- 
cial property, which may result in incremental 
increases in the assessment ratio on residential 
property. The result should make the tax code 
more attractive for commercial property inves- 
tors coming into the city, which would increase 
commercial property values and increase our 
grand list. As the grand list increases in value, 
we can begin to lower the mill rate. 


With multiple transportation projects 
in various stages of completion, what is 
your long-term plan for how people will 
move to, from and around Hartford? 

The number of commuters coming into the 
city will increase as economic development 
and job opportunities increase. My hope is that 
commuters take advantage of these transpor- 
tation options and reduce automobile traffic 
coming in and out of the city. The traffic issue 
within the city proper is a discouragement 
to people visiting the city. The more people 
using public transportation, the lower that 


congestion will be and hopefully make it more 
attractive for people to visit Hartford. 

Anyone who wants to move a business into 
the city or build anew facility to expand an exist- 
ing industry will want to know that the infra- 
structure can support that company’s objectives. 
It’s not just a function of commuter transporta- 
tion options, but also freight and distribution 
transportation facilities that are important to 
industries considering moving to Hartford. 

Making public transportation affordable 
and convenient are the two best ways for peo- 
ple to use public transportation. CTfastrak, 
the jury is still out on it, but I believe over time 
it will become a major transportation feature 
for people working in Hartford. 


The Capital Region Development 
Authority has taken a lead role in the 
city’s economic development. How would 
you assess CRDA’s work so far, and how 
would you work with CRDA to further 
improve the city? 

The Capital Region Development Authority 
has devoted $60 million to housing develop- 
ment in downtown Hartford. It’s estimated that 
a thousand units will be coming online within 
the next six months to a year. The litmus test 
will be the rate at which these new housing 
units will be rented out. I am not making any 
predictions, but it won't do the city much good 
if the majority of units sit vacant. As opposed 
to concentrating all the CRDA funding for new 
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apartments in just downtown, perhaps a por- 
tion of that money could be used for housing 
development in other parts of the city. 


How will you grow the momentum in 
downtown brought by the new housing 
developments and projects like Front 
Street? 

The University of Connecticut project [will 
add to the momentum because] eventually they 
will have 2,500 students and hundreds of faculty 
members coming into the city every day. I want to 
change the perception that Hartford is an unsafe 
nonvibrant city. Perception is reality. If people 
think that if they drive into the city at night their 
car will be broken into or stolen or they could be 
mugged, that’s not good for business. We need to 
change the image of the city of Hartford, particu- 
larly given the recent spate in violent crime and 
the seemingly endless incidents of controversy 
centered around city hall. We need to change the 


image of the city by doing a better job, getting a 
better handle on city departments, specifically 
the fire department and public works. We need to 
be more aggressive on crime and give the police 
department the resources it needs to prevent 
crime and not just react to it after the fact. 


What’s your opinion on the Downtown 
North development, including the new 
baseball stadium? How would you improve 
or leverage the development? 

It will definitely increase the entertainment 
and cultural options the city has to offer. It will 
create jobs. It will ultimately increase prop- 
erty values in the surrounding areas. The most 
important part is that the project be completed 
inatimely fashion within the budget and is oper- 
ated and maintained in a professional manner. 


What must Hartford do to attract more 
businesses? 


NOMINATE YOUR FAMILY BUSINESS, OR 
A FAMILY BUSINESS YOU KNOW, TODAY! 


Family businesses are an integral part of the social and business 
fabric of our state. These awards recognize outstanding 
achievements in family-owned businesses and fell the story of a 
select group of the region’s most successful firms. This event is an 
excellent networking opportunity and learning experience for 
business leaders. 
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The tax code needs to be revised. The city’s 
image and perception need to be improved. 
Crime must be abated or brought under con- 
trol, and the city needs to take a proactive 
approach, such as the economic development 
task force I would commission, to solicit busi- 
nesses to move into the city. 


What should happen with the XL Center? 

The Capital Region Development 
Authority spent $35 million renovating the 
XL Center. It would be best to identify a 
new location and build a brand new facili- 
ty. [realize that is more expensive than the 
proposed renovation and expansion of the 
existing facility. We would be penny wise 
and dollar foolish to spend half of what 
a new facility would cost on the existing 
facility, knowing that it will become obso- 
lete and we will have to build anew facility 
at some point anyway. |_| 
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Joseph Charles Epstein, CEO of Salivation LLC. 


Hartford law firm’s biz accelerator 
launching culinary teaching service 


Accelerated Ventures, a business accel- 
erator founded last year by Hartford law firm 
Cohn, Birnbaum & Shea, has announced its 
first portfolio company. 

Salivation LLC is developing a software 
that will beam detailed culinary lessons from 
high-end chefs to users’ computer tablets. The 
company is headed by CEO Joseph Charles 
Epstein, a specialist in video-game learning 
who also worked for a year in the kitchen at 
Max’s Downtown in Hartford. Epstein, along 
with company Chairman Joel Hartstone, who 
also leads Accelerated Ventures (Acc-Ven), is 
launching a $125,000 Kickstarter campaign to 
raise money to develop the software. 

Salivation hopes 2,500 people will pay 
$49 to pre-order the product, which aims 
to provide detailed instructions on how res- 
taurant chefs make their signature meals. 

Salivation aims to provide an alterna- 
tive, superior option to YouTube cooking 
videos or written recipes. 

The service would include instruction 
on selecting ingredients, dicing and blanch- 
ing techniques, and even plating. Five chefs 
have already signed on, including Jonathan 
Wu, chef-owner of Fung Tu in New York 
City, with more names to be revealed as 
early as this week. 

The market is potentially ripe for the 
product, Hartstone said, adding there are 


More downtown 
Hartford apts. 
to be dedicated 


The next batch of converted downtown 
Hartford office-to-apartments breaks into 
public view on Tuesday, with a planned 
ribbon-cutting at 179 Allyn St. 

Massachusetts developer Dakota Part- 
ners Inc. will share the 11 a.m. occasion with 
city and civic leaders, and officers from the 
Capital Region Development Authority, which 
blessed the estimated $15.1 million proj- 
ect with a $6.5 million public loan. Bank of 
America also provided unspecified financing, 
according to Dakota principal Roberto Arista. 

The property has about 10,000 square 
feet of ground commercial space, includ- 
ing Black Bear Saloon and NV Night Club. 
Atop are 63 apartments, with amenities 
that include a resident lounge, fitness cen- 
ter and laundry facilities. HallKeen Man- 
agement oversees the property. 

— Gregory Seay 
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DESIGN BUILDERS GENERAL CONTRACTORS 


SPOTLIGHT ON: IN DUSTRIAL 


CONSTRUCTION MANAGERS 


PDS has been meeting 
the needs of the 
construction industry 
since 1965. Our 
dedicated team of 


Acting as Construction Manager at Risk, PDS was 
contracted to renovate the interior and exterior of the 
building. The interior included a completely new floor 
plan consisting of several offices, conference rooms, 
front lobby, bathrooms, storage areas, and audio 
visual. The exterior included a new composite metal 
wall panel veneer. 


approximately 80 million cooking hobby- 
ists in the country. 

Acc-Ven, which aims to turn market- 
worthy ideas into successful businesses, 
will not invest in its portfolio companies, 
Hartstone said. Instead, the accelerator 
receives equity in exchange for the coach- 
ing it provides on legal issues, investors, 
marketing and other matters. 

Hartstone said he believes Salivation 
will be Epstein’s first big success, following 
anear miss several years ago with a promis- 
ing software company. 

Epstein previously patented “activ- 
ity embedded learning” software that 
allowed users to plug a guitar into a com- 
puter or video game console to learn to 
play. The technology, similar to “Guitar 
Hero” in some ways, but with real gui- 
tars, was advanced, Hartstone said. But 
disputes among investors, fueled in part 
by what Hartstone viewed as mistakes in 
how the company issued shares, led to 
a bankruptcy and sale of the technology 
to Ubisoft. 

Epstein said he’s learned from those mis- 
takes and is working hard on his new venture. 

“Ive moved beyond that,” Epstein said. 
“I’ve been on the road a lot meeting with 
chefs around the country.” 


design and construction 
professionals welcomes 
the challenge of serving 
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CONSTRUCTION, INC. 
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BY THE NUMBERS 


$225,000 


The amount of money the city of 
Hartford is guaranteed to receive 
annually for naming rights to 
Hartford Yard Goats’ new 
downtown stadium. 


12% 


The percent of mortgaged 
Connecticut homes that had 
negative equity in the first 
quarter, which is up from 11.4 
percent a year earlier, according 
to Corelogic. 


8/2 


The number of Greater Hartford 
single-family homes that were 
sold in May, up 4.3 percent from 
a year earlier, according to the 
Greater Hartford Association of 
Realtors. 


67% 


The approximate combined health 
insurance market share in 

Connecticut of Anthem and Cigna 
if the two insurance giants merge. 


TOP 5 MOST READ 


on HartfordBusiness.com 


lM Back9Network vacates Boat 
Building, returns TV equipment 


® Yale, St. Francis team up for 
Hartford oncology effort 


Report: Anthem in takeover 
talks with Cigna 


lM Revera sells Meriden-based 
nursing-rehab division for $240M 


@ Report: CT among most 
expensive for check-engine 
repairs 
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Cigna CEO David Cordani is vying to lead a combined Cigna-Anthem insurance giant. 


TOP STORY 
Cigna, Aetna in acquisition crosshairs 


A major consolidation wave threatening to hit the health insurance indus- 
try could have major ramifications in Connecticut. 

Hartford insurer Aetna and Bloomfield’s Cigna Corp. were both rumored 
last week to be acquisition targets of out-of-state insurers. If any of those 
deals happen it could mean major job losses in Greater Hartford, which em- 
ploys tens of thousands of insurance industry workers. 

The Wall Street Journal reported that Indianapolis health insurance giant 
Anthem has been in talks to acquire Cigna, while UnitedHealth Group is 
courting Aetna. All four insurers are major employers in Connecticut. Lo- 
cally, Cigna has 4,200 employees; Anthem, 1,400; Aetna, 6,100; and United- 
Health, 4,300, according to Hartford Business Journal’s 2014 Book of Lists. 

The potential deals are part of a consolidation trend of the health insur- 
ance industry as insurers look to scale up to better compete in an evolving 
healthcare landscape, which is being impacted by federal healthcare reform. 

The merger talks also come shortly after Aetna threatened to relocate 
jobs outside Connecticut, following the state legislature’s passage of a $2 
billion tax increase. 


HEALTH CARE 
Hartford Healthcare laying off 418 


Hartford Healthcare announced last week it would lay off 418 staff members 
to deal with Medicaid cuts in the new state budget. 

The five-hospital system plans to eliminate the equivalent of 335 full-time 
positions, impacting 418 staff members, and spend $40 million less for prod- 
ucts and services. 

Hartford Healthcare employs more than 18,000. 

Jeffrey A. Flaks, Hartford Healthcare’s executive vice president and chief op- 
erating officer, said the cuts are the result of $100 million in Medicaid payment 
reductions state government has made in the past five years. 

Flaks said the cuts are important to keep the system and its new initiatives 
financially viable, including the recently opened Hartford Healthcare Cancer In- 
Stitute facility at The Hospital of Central Connecticut. 


Yale, St. Francis team up for 
Hartford oncology effort 


The parent of Hartford’s St. Francis Hospital and Medical Center and Yale New 
Haven Health’s Smilow Cancer Hospital said they have finalized an oncology 
partnership the two sides had been exploring since November. 

St. Francis Care said the arrangement will provide its patients with access to 
Clinical trials and broader cancer screening, diagnostic tools and treatment options. 

The deal is Yale’s most northern incursion into Greater Hartford and an ex- 
ample of the New Haven provider’s evolving cancer services. 


BIOSCIENCE 
UConn incubator adds three startups 


The UConn Technology Incubation Program said three new companies have 
joined its roster of 22 startups doing medical and technology research. 

Lipid Genomics, founded by UConn Health Center faculty member Annabelle 
Rodriguez-Oquendo, moved into the UConn incubator to conduct clinical trials 
on a cholesterol drug. The company’s market value is $4.2 billion. 

Diameter Health, led by CEO Eric Rosow and President John D’Amore, is de- 
veloping technologies to help doctors and other health providers efficiently use 
data and succeed in an era of health reform. 


na RE OTOH 


Shoreline Biome, founded by Mark Driscoll and Thomas Jarvie, plans to de- 
velop treatments targeting the trillions of microbes that live on and within the 
body. The founders used to work at 454 Life Sciences in Branford, which closed 
in 2013. 

The UConn incubator plans to add another 28,000 square feet in December 
at its Farmington facility near the UConn Health Center to accommodate more 
startups coming out of UCHC and Jackson Laboratory. 


ADVERTISING, MEDIA & MARKETING 


Back9Network vacates Boat 
Building, returns TV equipment 


Hartford’s floundering lifestyle TV network Back9Network has hit another 
speed bump. 

The company has vacated its head- 
quarters in downtown Hartford’s iconic 
Boat Building and returned some of its 
TV studio production equipment, com- 
pany officials confirmed to the Hartford 
Business Journal last week. 

“The board and management of 
Back9Network continue to work on 
strategic alternatives for the net- 
work,” the company said in a writ- 
ten statement. “As part of its ongo- 
ing work to revamp the operations 
with a new partner, the company 
has returned some unnecessary TV- 
specific equipment to lessors and 
also consolidated its facilities.” 

Through a company spokesman 
Back9Network said it has consoli- 
dated its operations to 10 Constitu- 
tion Plaza, which is home to its moth- 
balled TV studio. No further details 
were provided. 

Back9Network leased space on the 10th floor of the Boat Building from 
Hartford insurer The Phoenix Cos., whose CEO Jim Wehr was formerly on the 
golf network’s board before resigning earlier this year. That location served as 
Back9’s corporate headquarters as well as a secondary TV studio. 

Meantime, Back9Network didn’t disclose how much equipment it returned 
or to whom it sent the gear. The company announced last August that it leased 
equipment from Grass Valley, a Canadian-based TV production and content dis- 
tribution workflow provider. In an Aug. 25, 2014 press release, Grass Valley said 
it leased to Back9Network advanced imaging cameras, a video production cen- 
ter, and other operating equipment. 

Grass Valley declined to comment on this story. 

Back9Network abruptly ceased operations in February and laid off virtually 
its entire staff after facing a cash crunch just months into its stint on DirecTV. 
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REAL ESTATE 


Revera sells Meriden-based 
nursing-rehab division for $240M 


Canadian senior-living operator Revera Inc. said it agreed to sell its U.S. nurs- 
ing and rehabilitation business, including two Connecticut facilities, to Pennsyl- 
vania’s Genesis Healthcare for $240 million. 

Genesis, which owns more than 500 skilled nursing center and senior living 
communities around the country, is buying 24 of Revera’s 29 centers. Revera’s 
nursing and rehab division has its corporate office in Meriden. 

The sale includes Revera skilled-care centers in Wallingford and Bristol, 
which are operated under the name Village Green and total 300 beds between 
them, as well as facilities in eight other states. 

The 24 centers have more than 3,000 beds, 3,800 workers and $280 million 
in revenue last year. 

Revera said it intends to sell its remaining five centers, including the 180-bed 
Village Green of Waterbury, to other buyers. 


Hartford area home sales flexed in May 


Hartford region house sales climbed again in May, with the pipeline of dwell- 
ings under contract but not yet closed continuing to show momentum, Realtors 
say. Prices flattened. 

Single-family house sales rose 4.3 percent last month to 872 units from 836 
in May 2014, according to the Greater Hartford Association of Realtors. 

Pending sales also grew last month by 7.8 percent, to 1,309 units with an 
offer sheet but not yet sold vs. 1,214 a year earlier, the association said. Pend- 
ing sales, an indicator of a housing market’s relative strength at a point in time, 
typically show up as closed sales later on. 

The median sale price eased to $218,000 from $216,600 a year ago. Average days 
on the market lengthened nearly a week, to 80 days in May from 75 in May 2014. 
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Colt’s West Hartford headquarters. 


MANUFACTURING 
Colt files for bankruptcy restructuring 


West Hartford gun manufacturer Colt Defense last week filed for 
Ch. 11 bankruptcy in Delaware, following a failed attempt to convince 
its investors to exchange their bonds for longer-term investments. 

The company said bankruptcy will allow it to restructure its bal- 
ance sheet and quickly sell its operations in the U.S. and Canada. It 
said there will be no impact on its employees, customers, vendors 
or suppliers, and business will continue as normal throughout the 
process, which is expected to take as long as three months. The 
current management team will remain in place. 

Majority shareholder Sciens Capital Management, which is act- 


GAMING 
May slot revenues flatten 


May slot revenues at Mohegan Sun were flat while Foxwoods 
Saw a 1.1 percent dip, the two casinos reported last week. 

Mohegan Sun’s slot revenues totaled $51.7 million — the 
same as May 2014 — while Foxwoods reported revenues of 
$43.2 million, down approximately $500,000. 
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ing as a Stalking horse bidder, hopes to purchase 
the company’s assets and assume its liabilities, Colt 
said. Colt will also accept competing bids, but as 
a stalking horse, Sciens gets to cast the first bid, 
thereby effectively setting a price floor for future 
bidders. 

If Sciens is successful in purchasing the compa- 
ny, Colt said it would secure a long-term extension 
of its West Hartford lease. 


UTC aims to separate 
from Sikorsky 


Hartford aerospace manufacturer United Tech- 
nologies Corp. said last week that its management 
intends to spin off or sell its Stratford helicopter unit, 
Sikorsky Aircraft. 

UTC announced in March that it would consider a sale or spi- 
noff of Sikorsky, which has slimmer profit margins than the com- 
pany’s other subsidiaries. 

UTC also lowered its 2015 earnings guidance last week, to a 
range of $6.55 to $6.85, down from a previous range of $6.85 to 
$7.05, partly due to reduced Sikorsky expectations because of 
weakness in the oil and gas markets. 

UTC announced earlier this month that it would lay off 1,400 
Sikorsky workers, including 180 in Connecticut, and close the 
subsidiary’s Bridgeport facility. 

UTC’s board of directors must still approve the separation, the 
company said. 


Each casino saw less wagering at its machines. Combined, 
gamblers at the two casinos wagered $25.2 million less than they 
did a year ago. 

The state’s coffers will receive $12.9 million for the month from 
Mohegan and $11.3 million from Foxwoods. 


WHAT’S AHEAD: 


6/29 Focus: Employee Benefits 
The List: Highest-paid Executives 


Nonprofit Profile: Charter Oak 
Health Center 


CALENDAR 
WEDNESDAY, JUNE 24 
CONN-OSHA Recordkeeping Seminar 


Occupational Safety Training Specialist John Able of the Connecticut 
Department of Labor’s Division of Occupational Safety and Heath, will 
review the requirements for OSHA injury and illness resources during a 
June 24 seminar sponsored by CONN-OSHA. 


Able will explain the OSHA 300, OSHA 300A and OSHA 3011 forms during 
the event, held from 8:15 to 9:45 a.m. at the agency’s central office, 200 
Folly Brook Blvd. in Wethersfield. 


Admission to the seminar is free, but pre-registration is required. For more 
information or to register, contact John Able at able.john@dol.gov or call 
him at 860.263.6902. 


FOR A COMPLETE LIST OF GREATER HARTFORD BUSINESS EVENTS, GO TO 
WWW.HARTFORDBUSINESS.COM AND CLICK ON ‘CALENDAR.’ ALL CALENDAR ITEMS 
MUST BE SUBMITTED ELECTRONICALLY VIA OUR WEB SITE, HARTFORDBUSINESS.COM. 
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Gennaro leads Goodspeed 





Musicals into new era 


By John Stearns 


jstearns@HartfordBusiness.com 


ichael Gennaro’s first act as the new executive 
director of Goodspeed Musicals is off to a fast 
and relatively smooth start. 

Gennaro, who took over the East Haddam nonprofit the- 
ater company on Feb. 6 following the retirement of longtime 
executive director Michael Price, has dealt with the loss 
of “The Honeymooners” show, which had been scheduled 
for this season before moving to Broadway, and booked “A 
Wonderful Life” as a replacement; filled the vacant general 
manager's position with a highly regarded manager from 
the Lincoln Center The- 
ater in New York City; and 
played a role in adding two 
new board members. 

“We made the right deci- 
sion, of hiring Gennaro, — 
said John F. Wolter, presi- = 
dent of Goodspeed’s board | 
of trustees and a lawyer at 
Updike, Kelly & Spellacy 
PC in Hartford. “I'm not 
going to say we've cloned 
Michael Price because 
[Gennaro] is his own per- 
son, but this transition 
has really gone the way we 
hoped it would.” 

What Goodspeed gets 
in Gennaro is someone 
well versed in the industry 
from an early age. Genna- 
ro’s late father, Peter, cho- 
reographed the original 
Broadway production of 
“Annie” and “Annie II” at 
Goodspeed’s Norma Terris 
Theatre, a smash hit that 
continues to spin off royal- 
ties for Goodspeed and for 
which he won a Tony Award 
for best choreography. 

“People talk about 
growing up ina trunk going 
around on tours and on 
Broadway, and I literally 
was,” Gennaro said from 
his office in the iconic Good- 
speed Opera House fronting 
the Connecticut River. “The 
earliest things I can remem- 
ber are going to visit my father in arehearsal room. Instead 
of going to the ballgame, I would go hang out with him ina 
theater. So this comes kind of second nature to me.” 

Gennaro said he never envisioned being in theater, 
but hung with actors at the University of Notre Dame, 
pursued an acting career, appeared in the Broadway 
company of “Godspell,” which led to producing and 
the realization that he lacked a business background, 
for which he was urged to get an MBA or law degree. 
Nine years out of college, he went to Fordham Univer- 
sity School of Law at night and worked as a lawyer for 
about seven years in New York, including representing 
entertainment clients. 

“T went down that road for a while [in law], and I’m glad 
that at some point I realized I’m going to go back to why I did 
this in the first place,” he said of returning to theater. 

Gennaro, 64, has run seven nonprofit arts organiza- 
tions. He came to Goodspeed from the Trinity Reperto- 
ry Theatre in Providence, where he was executive direc- 
tor since 2007. He also has led the Paper Mill Playhouse 
in New Jersey and Steppenwolf Theatre in Chicago. 

Goodspeed, which has an annual budget of approxi- 
mately $11 million and about 65 year-round employees, 
produces three musicals each season at the Goodspeed 
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Michael Gennaro practiced law in New York for about seven years 
before he decided to return to theater because he had a passion for it. 


Opera House and develops new musicals at its Norma 
Terris Theatre in Chester. It also has The Scherer 
Library of Musical Theatre and The Max Showalter 
Center for Education in Musical Theatre. 

Additionally, its JMF Writers Colony, in partnership 
with the Johnny Mercer Foundation, brings established 
and emerging writers and composers together for amonth 
each year to create new musicals, providing a pipeline of 
shows that may be further developed in the Chester theater. 

Building on Goodspeed’s history of talent develop- 
ment is important to Gennaro, he said. 

“Because this is such a destination spot, I want to try 
and develop more writers and composers and give them 
the ability to create new 
work — I think that’s got 
to be our strength,” he said. 
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Audience 
development 

He also hopes to 
develop more audience 
crossover between Good- 
speed’s two theaters: the 
Opera House, dedicated 
to refreshing and reviving 
musicals from their golden 
age, and Norma Terris, 
dedicated to new works. 
There’s significant value in 
each constituency, he said. 

Key, too, is attracting 
a new and younger audi- 
ence — something the- 
aters across the U.S. are 
trying to do. 

“I feel that there’s a 
core group that has sup- 
ported this place for years 
and they’re important to 
us,” Gennaro said. “The 
other theater [Norma Ter- 
ris] allows us to find an 
entry point for developing 
a different audience.” 

Paul Marte, communica- 
tions manager for The Bush- 
nell in Hartford, said enter- 
tainment venues in general 
are struggling to cultivate 
audiences because people’s 
attention is so fragmented. 

“Tt all comes down to 
programming — if you do 
things that younger people are interested in, they will jump 
at buying tickets and coming into your venue,” Marte said. 

It’s abalancing act of presenting shows appealing to 
aspectrum of tastes, he said. 

“We have to know our audience and make sure we're 
giving them enough of what they want that they keep 
coming back,” Marte said. 

Also today, many people, primarily those who are 
younger, are looking for something experiential, per- 
haps a party before the show, coming as a group and 
making an event out of what they’re doing, he said. 

“That’s a big thing,” Marte said, noting that more 
entertainment venues and businesses in general are 
catering to “eventizing” things. 

Gennaro also sees opportunity to broaden Good- 
speed’s geographic reach as a regional destination. 
Beyond the theaters, East Haddam and the surrounding 
region have a lot to offer, from restaurants and natural 
beauty to other theater venues. 

He cited the Oregon Shakespeare Festival as an 
example. That event, in Ashland, Ore., has annual 
attendance of about 400,000, with people drawn for the 
shows and the small city’s charm, restaurants, bed-and- 
breakfast inns and outdoor beauty. | 
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Q&A 


Technology reshapes 
casino slot-machine 
experience 


Q&A talks about the latest slot-machine trends with Eric Pearson, 
Foxwoods’ vice president of gaming and revenue enhancement. 


What are the challeng- 
es of marketing slots? 
m= How do you attract 
people to Foxwoods when there 
are so many choices within 100 
miles and there will be more 
soon in Boston and Springfield? 
A: Casinos use many of the same 
elements in their mar- 
keting strategies, so ¥ 
it’s challenging to dif- 
ferentiate and _ resist 
merely trying to beat 
the other guy’s offer. 
The challenge is find- 
ing ways to give com- 
pelling offers to our 
guests. Much of what 
allows us to remain 
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younger people want to play 
slots? 

A: Slot players really span all 
adult demographic segments. 
In fact, the fastest-growing seg- 
ment we have is 21 to 35 years 
old. Younger people definitely 
play slots, maybe not to the same 
degree as older guests, 
but that is because ofa 
variety of factors. Slot 
machines are also 
growing more inter- 
active and are incor- 
porating elements 
that you will find in the 
most popular social 
and video games. 


4 


competitive is our ERIC Q: How are 
mix of great amenities PEARSON you using data- 
and venues. Our best aa base marketing to 
strategy for preparing Vice president improve revenue at 
for the new casinos in of gaming and Foxwoods? 

Springfield and Bos- revenue A: On a very basic 
ton is service, quality enhancement, level we use our data- 
and brand. If you can Foxwoods base to communicate 


execute well on those 

three, youll have a 

strong foundation. We are also 
continually working on ways to 
improve our Foxwoods Rewards 
loyalty program. 


Q: You have diverse experi- 
ence including Las Vegas and 
Spokane, Wash., casinos. How 
does East Coast gaming differ- 
entiate from those locations? 
What do you need to do differ- 
ently in terms of marketing? 

A: Obviously geography is a 
major influence on the business. 
I've worked in pure local markets 
in Illinois, Arizona and Washing- 
ton that saw over 80 percent of 
the business come from guests 
that live within a 50 mile radius 
of the property. On the Las Vegas 
Strip, essentially all of our busi- 
ness was destination in nature, 
coming from guests who had to 
travel at least afew hundred miles, 
by either car or plane, and every- 
one had to stay in a hotel room. 

Foxwoods engages both types 
of business models. We have alot 
of drive-in/local business as well 
as destination business. 

From amarketing perspective, 
we have to engage these different 
groups of guests in ways that are 
compelling to their individual 
needs. We strive to connect to 
each guest and speak to him or 
her individually to discover what 
matters most to them. 


Q: What are the demograph- 
ics of slot machine play? Do 
you have to market to a young- 
er crowd to sustain growth? Do 


offers that our play- 

ers will find appeal- 
ing. We only get a fairly limited 
snapshot of what our players do 
while they are here. We try and use 
that information to tailor offers 
and promotions that we think they 
will find exciting. 


Q: What’s the future look 
like for slot machines? Where 
does the growth come locally 
and overall? 

A: The evolution in technol- 
ogy has focused on slot machines 
as entertainment as much as they 
are gambling devices. Every year, 
I attend the industry’s tradeshow 
called the Global Gaming Expo 
in Las Vegas, where the latest and 
greatest machines are debuted, 
and every year I’m blown away 
by a new technology or game- 
play mechanic that completely 
changes what I thought was pos- 
sible on a slot machine. 

I try to follow general technol- 
ogy trends as much as gaming 
trends, and in some instances the 
first times that I’ve seen an excit- 
ing new technology was in a slot 
machine. For example, the first 
time I ever saw a translucent video 
screen was in a slot machine; the 
first time I saw a curved monitor 
was in aslot machine; and the first 
commercial application that I saw 
where a 3D image was displayed 
without the need for special glass- 
es was in aslot machine. It’s avery 
exciting business for a tech geek 
like myself. I think that the indus- 
try will continue to evolve and 
offer exciting new games for us to 
feature on the casino floor. a 


www.HartfordBusiness.com 





TRAVELE ee 


, ae 






Hearts a 


| a 
: Phin, es a ik - ; f) mien Tt 
al ny 7: ret, VE! ay 5 SRA Ae eee Met 
; J italy 
be _- wees | CN + His wns a 


Fg ho i gen wots 
















JASON __KEVIN ERNIE KEEGAN LUKE PATRICK 
DAY STREELMAN ELS |. BRADLEY) DONALD REED 






a sreyle 
GARCIA 


BUBBA 
NAV ES1O] 






TOURNAMENT WEEK EVENTS 


MetroHartford Alliance Fan Zone Military Appreciation Farmington Bank Kids Zone 
presented by Saint Francis Care 


JUNE 22 JUNE 25 


Travelers Championship First Round 


Women’s Day presented by Travelers 
Aetna Tournament Players Pro-Am HYPE’s Tee It Up for Charity 


Opening Ceremony 


Ventana Al Jazz Concert 


JUNE 26 


Travelers Championship Second Round 


Powerstation Events Concert Series 
Farmington Bank Family Day featuring Dennis DeYoung and the Music of STYX 


JUNE 23 
Drive, Chip and Putt Local Qualifying 


Web.com Small Business Summit 


Eversource PGA TOUR Player Experience for Junior Golfers JUNE 27 


Travelers Championship Third Round 
JUNE 24 Powerstation Events Concert Series 


Travelers Celebrity Pro-Am feStOne Bret ivilchidels 


Military Caddie Program and Wounded Warrior Threesome JUNE 28 
presented by Saint Francis Care Travelers Championship Final Round 
FML CPAS Celebrity Mini Golf Closing Ceremony 
TICKETS ARE $42 AT THE GATE | TRAVELERSCHAMPIONSHIP.COM ay oN 
$ : BY FedexCup. 
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THE LIST 


Largest entertainment & sporting venues in Connecticut 


2014 
Rank Venue 
Foxwoods Resort Casino 


attendance 


(Ranked by estimated 2014 attendance) 


Employees/ Profit or Year 
volunteers 


nonprofit Description Top executive founded 








350 Trolley Line Blvd. Hospitality, entertainment, gaming, retail, dining, Felix D. Rappaport 
4 PecHaniicrer CT 06338 8,400,000 (1) 9,301 Profit or golf, spa an nately : President & GEO 1992 
800-369-9663; www.foxwoods.com 
i Moreee st Blvd E d h hotel Ray P | 
1 Mohegan Sun Blvd. ntertainment, gaming, dining, shopping, hotel, ay Pineault 
2 Uncasville, CT 06382 7,300,000 (2) 6,900 (3) Profit spa aad mestings/conventions > President & General Manager 1996 
888-226-7711; mohegansun.com 
Mohegan Sun Arena ; 
10,000-seat arena hosting major global tourin Tom Cantone 
eee ee uy oe 800,000 NA Profit recording artists, comedians, ESPN? Friday Night Senior Vice President of Sports & 2001 
860-862-8000: www.mohegansun.com Fights and home of the WNBA's Connecticut Sun Entertainment for MTGA 
Cine oan H Hartford Wolf Pack, UC basketball Chris L 
1 Civic Center Plaza osts Hartfor olf Pack, onn basketball, ris Lawrence 
3 Hartford, CT 06103 800,000 NA Profit concerts and family entertainment General Manager 1977 
860-249-6333; www.xicenter.com 
paren rae ASE) Provides family entertainment including Sound 
5 sere poy 750,000 (5) NA Profit Tigers hockey and Fairfield University NCAA 2001 
Bridge ort, CT 06604 basketball 
203-345-2300; www.websterbankarena.com 
Mystic Aquarium 
cine an beoce 675,776 a50 Nonprofit New England's year-round hands-on aquarium ae ees 1973 


860-572-5955; www.mysticaquarium.org 


The Maritime Aquarium at Norwalk 


Exhibits sharks, seals, sea turtles, jellyfish, river 


10 N. Water St. 435.899 80 Nonprofit otters and other animals native to Long Island Brian Davis 1988 
Norwalk, CT 06854 288 E Sound and its watershed; study cruises, President & CEO 
203-852-0700; www.maritimeaquarium.org educational programs and IMAX movie theater 
: With two performance halls and multiple public 
Mi cist Weta mor the Perorming Arts 55 (6) event spaces, The Bushnell hosts more than 450 David Fa 
8 Heriord CT 06106 350,000 600 Nonprofit events annually, including Broadway tours, President & CEO 1929 
860-987-6044; www.bushnell.org symphonies, ee ee local arts and 
Connecticut Science Center 
250 Columbus Blvd. 79 Science-based museum, educational and tourism Matt J. Fleur 
9 Hartford, CT 06103 347,576 4 Nonprofit President & CEO 2009 


860-724-3623; www.ctsciencecenter.org 


New Britain Stadium 
230 John Karbonic Wa 

| O New Britain, CT 06050~ 302,865 
860-224-8383; www.rockcats.com 


Mystic Seaport 


75 Greenmanville Ave. 
a | 4 Mystic, CT 06355 301,000 


Stadium hosts 71 home games of the New Britain 


os Tim Restall 
NA NA Rock Cats, a Double-A baseball team affiliated 1973 
with the Minnesota Twins General Manager 
Maritime museum featuring historic tall ships, a 
Rigs Nonprofit working preservation ship ard, a re-created See hite 1929 


seafaring village, exhibits and more 


860-572-0711; www.mysticseaport.org 


Rentschler Field 


Hosts University of Connecticut football as well 


A 615 Silver Ln. 296,740 NA Profit as concerts, international soccer matches, and Chris Lawrence 2003 
East Hartford, CT 06118 He hihane General Manager 
860-610-4700; www.rentschlerfield.com ctolly Mea nine anc exnieiens : 
XFINITY Theatre Jim Koplik 
Randy McArthur 
61 Savitt Wa Indoor/outdoor amphitheater with a capacity of 
4 Harford, CL 65420 | | 291,977 NA NA SEED 4.000. pacity President, Connecticut-Upstate NA 
203-269-8721; www.livenation.com General Manager 
; 300 animals representing primarily North and 
oak teti ar Beardsley Zoo re aoa eae species; oom emencan r aach 
oble Ave. rainforest with aviary, prairie dog exhibit, re ancho 
4 4. Bridgeport, CT 06610 280,000 200 Nonprofit farmyard: hoofstock trail featuring bison, 760 Director 1922 
203-394-6565; www.beardsleyzoo.org pronghorn, deer, cafe, pene grove, indoor 
carouse 
Grand Theater ; 
Monique Sebastian 
4 39 Norwich Westerly Rd. 242 684 NA NA Theater featuring performers, concerts, sporting joe president Entertainment and 2008 
Mashantucket, CT 06339 events and off-Broadway shows 
800-200-2882: www.foxwoods.com j Entertainment Marketing 
Quassy Amusement & Waterpark Fami 
amily amusement and waterpark on Lake 
A 6 2132 Middlebury Rd. 210,000 NA Profit Quassapaug with more than fwo-dozen rides and George Frantzis II 1908 
alee aelae k CT 06762 attractions co-owner 
203-758-2913; www.quassy.com 
Donald J. Hoenig 
Runs NASCAR short track racing featurin 
ae erry niSRee py eeterepens “ells 5075 modifieds, late models, limited ana sir Bai ected fet meug 
4 7 Thompson. Cr OGOT? 200,000 NA late model divisions. The facility also includes a Ones 1940 
360.923.2280: wway.thom 1.7 mile road course hosting sports car and 
-993- ; psonspeedway.com motorcycle events eee 
1a St oe Single-A | baseball f th Eric Knighton 
14 Stott Ave. 185,000 (7 159 (8 Profit ingle-A minor league baseball team of the Senior Vice President 1995 (9 
| 8 Norwich, CT 06360 (7) (8) Detroit Tigers Wice President & General (9) 


860-887-7962; cttigers.com 


Manager 


Toyota Presents Oakdale Theatre 


Year-round concert venue and event space for 


95 S. Turnpike Rd. ; 
4 Wallin ford, CT 06492 180,841 NA NA graduations, weddings, parties, proms, galas, Natalie Krohn. 1954 
203-269-8721: meetings and more Director of Sales - Special Events 
http://specialevents.livenation.com 
Lime Rock Park Skip Barber 
Major races include IMSA, SCCA, Trans-Am 
497 Lime Rock Rd. ee Lieb Georgia Blades 
2 Lakeville, CT 06039 | 125,000 NA Profit Tudor United Sports at iemplonenlp, Historic Presidest 1957 
860-435-5000; www.limerock.com CEO 
Goodspeed Musicals Three musicals produced each year at the Opera 
6 Main St. 120.000 65 NA House in East Haddam and additional Michael Gennaro 1963 
East Haddam, CT 06423 40 productions at the Norma Terris Theatre in Executive Director 
860-873-8668; www.goodspeed.org Chester 
Shubert Theater 
247 College St. NA Present Broadway, dance, opera, cabaret and 
2 New paver CT 06510 115,257 (10) 280 Nonprofit family enienainment John Fisher 1914 
203-624-1825; www.shubert.com 
Fox Theater 
Monique Sebastian 
39 Norwich Westerly Rd. Theater featuring comedy, music, and 
2 Se Sue SEE ah 113,924 NA NA ralUriag eorneen Vice President Entertainment and 1992 


800-200-2882; www.foxwoods.com 
The Warner Theatre 


68 Main St. 
a4 Torrington, CT 06790 100,000 
860-439-7180; www.warnertheatre.org 


Hartford Stage Co. 


Entertainment Marketing 


Former movie palace now hosting more than 170 
36 performances, including family entertainment and 
onprofi national performing artists, performing arts 
800 N fit t | perf g artist f g art 
school, 300-seat black box theater and 
8,000-square-foot costume shop 


Lynn Gelormino 
Executive Director 1931 


Michael Stotts 


60 Church St. Tony award-winning theater producing six main Darko Tresnjak 
Hartford, CT 06103 80,307 6% Nonprofit stage productions and A Christmas Carol Managin Director 1964 
860-527-5151; www.hartfordstage.org Artistic Director 


Source: Individual venues. Lake Compounce was contacted but did not respond to the survey for this year's list or declined to participate. 


(1) Figure is approximate. 

(2) Average daily attendance is 20,000. 
(3) Figure is approximate. 

(4) Formerly called Arena at Harbor Yard. 
(5) Estimate. 

(6) Full time. 

(7) 78,118 for Tigers games. 

(8) 9 full time, 150 part time event staff. 
(9) Connecticut Tigers 2010. 

(10) 2013-2014 season. 

—Compiled by Roger Magnus. 
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To view the full list, please visit HartfordBusiness.com 
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Chelsea Groton buys Glastonbury bldg. for loan office 
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orwich’s Chelsea Groton Bank has 
Ni cemented its expansion plans into 

Hartford County with its purchase 
of the Glastonbury office building that will 
house its loan-production office. 

The property at 273 Hebron Ave. has 
about 1,500 square feet of space to initially 
house as many as four residential loan offi- 
cers, one commercial banker and an admin- 
istrative staffer, officials said. 

273 Hebron Avenue LLC was the seller. 
Purchase price wasn't disclosed. 

Chelsea Groton spokeswoman Barbara 
Curto said its loan office is due to open 
in July following site improvements that 
include new roofing, siding, and an entry- 
way, along with landscaping improvements. 
Inside, fresh paint, carpet and other cos- 
metic renovations are planned, Curto said. 

Hiring details are available at chelsea- 
groton.com. 


www.HartfordBusiness.com 
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In May, the state Department of Banking 
approved the $973 million-asset deposit-tak- 
er’s application to open its new loan office. 

The bank’s 14 other branches are mostly 
in the state’s southeast corner. 


Middletown’s med-office tenants 





A trio of healthcare providers have 
taken up residence in a pair of Middletown 
medical-office buildings, the landlord said. 

ProHealth Pediatric & Adolescent Medical 





Group signed for 4,015 square feet at 520 Say- 
brook Road, according to landlord Seavest 
Healthcare Properties, of White Plains, N.Y. 

Next door at 540 Saybrook, Southern 
Connecticut Vascular Center leased 3,975 
square feet, while Middlesex Hospital will 
occupy an extra 3,233 square feet there. 

Middlesex Hospital is the largest tenant 
in both buildings, occupying about 40 per- 
cent of the combined 64,000 square feet in 
the pair that realty equity investment fund 
Seavest Properties III acquired in 2010. 

Independent medical practitioners occu- 
py the rest, said Seavest Vice President and 
Senior Asset Manager Malika Basheer. 

e@@e08 

DJK bows in CT 

Metropolitan 
New York broker 
DJK Residential 
has opened its first 
suburban Connect- 
icut realty broker- 
age and executive- 
relocation services 
office in Cheshire. 

The 750-square- 
foot office at 120 S. 
Main St. will house 
20 brokers and agents by next year, said Robert 
Murphy, who will overee it. 

This is DJK Residential’s fourth office in 
addition to its midtown Manhattan head- 
quarters, and downtown Manhattan and 


Hoboken, N.J. offices. DJK Residential is a 
division of SIRVA Worldwide Inc. 

Before joining DJK Residential Connecti- 
cut, Murphy was with Ridgefield-based Wil- 
liam Raveis Real Estate. He also owned and 
operated his own real estate brokerage, Corn- 
wall Realty Group, which he launched in 2007. 
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Consolidated Electrical Distributors 
Inc. (CED), has leased 92,000 square feet at 
1559 King St. in Enfield for distribution of 
electrical supplies. 

This is a consolidation of CED’s various 
Connecticut and Massachusetts locations, 
brokers said. 

CB Richard Ellis/New England repre- 
sented the landlord in this transaction. 
Deal Watch wants to hear from you. 
E-mail it, along with contact information 
to: gseay@HartfordBusiness.com. 
Gregory Seay is the Hartford Business 
Journal News Editor. 
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“SBA’s participation in this co-sponsorship is not an endorsement of the views, 
opinions, products or services of any cosponsor or other person or entity.” “All 
SBA programs, services and cosponsored activities are extended to the public on 
a nondiscriminatory basis.” “Reasonable arrangements for persons with disabilities 
will be made if requested at least two weeks in advance. Contact Julio Casiano, 860- 
240-4896, Julio.casiano@sba.gov” “Co-sponsorship Authorization #: 12-0156-88” 
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(Names are from left to right) 


I. Paul Pita, The Pita Group; Todd Bires, Pro Systems; Steven Hughes, Cox Business; 9. Marge Piccini presented her education seminar on “Profit More and 
Paul Savas, Comcast Business; Paulette Scarpetti, Better Business Bureau; Prospect Less.” 
Beth Wallace, CT Economic Resource Center; Ray Dunaway, WTIC News Talk 
1080 AM Drive Host; and Seth Goodall, U.S. Small Business Administration cut the 
ribbon to open the 2015 CTBEXPO. 


2. The Small Business Association (SBA) held education sessions all day in their 
Resource Center. L to R: Kevin Maloney, Region | Past Chair, Brian Castro, 
National Ombudsman, and Seth Goodall, SBA Regional Administrator. 13. Presenting Sponsor Comcast Business representatives pose for a group photo 

at their booth located at the center of the Show Floor. 


10. The SBDC booth featured seminars on “Get Your Small Business Unstuck” with 
speaker Barry Moltz. 


[1. WTIC NewsTalk 1080 poses for a photo at their booth. 
12. Kaplowe Studios offered Free Web Videos throughout the day. 


3. Commissioner Catherine Smith speaks at the Commissioner's Reception hosted 
by the Connecticut Economic Resource Center (CERC). 14. The Connecticut Bar Association offered free legal information to attendees at 


4. The Cox Business Team prepares for a full day of networking at the Expo. their booth. 


15. Comcast Business presented a check to the winner of their “Innovations 4 
Entrepreneurs’ contest, [he Beer’d Brewing Co. LLC, at a special luncheon 
located in the Sales Hub. 


5. The Better Business Bureau Pavilion featured a Red Carpet theme, photo opps 
and great prizes. 


6. Duane Cashin presents “Having the MENTAL EDGE” in the Sales Education Hub. 


7. This year the registration area was sponsored by the VEDC Tri-State Business 
Opportunity Fund. 


16. The team of Rider Productions poses with I-Ride DJ at the Networking 
Extravaganza. 

17. Sandra Rodriguez of Capital Workforce Partners shows attendees the 2015 
edition of Doing Business in Connecticut, a special publication produced by the 
Hartford Business Journal. 


18. Adam Ney, CBIA and Nicole Cline, CBIA network at the end of the show. 


8. Paisley Demby, of Goldman Sachs 10,000 Small Businesses presented several 
seminars on “Strategies To Accelerate Revenue Growth.” 
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Red Sox: 


and filter down the ones we will pursue,” Man- 
chester said. 

Dunkin’s decision to pay for the naming 
rights to the $60 million downtown Hartford 
minor league stadium centered around affirm- 
ing its position in an important New England 
market and setting itself apart from its competi- 
tion in the area, particularly other coffee shops, 
Manchester said. The company has 400 loca- 
tions in Connecticut owned by 52 franchisees. 

Fenway Sports 
Management recom- 
mended Dunkin’ pur- 
sue the Yard Goats 
sponsorship because 
it will make the res- 
taurant chain a 
leader in downtown 
Hartford’s redevelop- 
ment, as the stadium 





is a signature part 
of that revival, said 
Mark Lev, managing 


Nathan Grube, director, 
Travelers Championship 
PGA golf tournament 


director for Fenway 
Sports Management. 
Dunkin’ also will benefit from the stadium’s 
visibility along I-84 and I-91, he said. 

“The park is part of a renaissance for 
downtown Hartford and will be a beacon for 
the state of Connecticut,” Lev said. “Dunkin’ 
taking a leadership role in sponsoring the 
ballpark positions it as helping serve the 
growth of the downtown.” 

The Hartford Yard Goats, whichis relocating 
from New Britain, will play its first of 71 annual 
home games at Dunkin’ Donuts Park in April. 

Because Dunkin’ has a history of sup- 
porting sports franchises — the company is 
a sponsor of UConn athletics, as well as 41 
professional sports teams globally includ- 
ing 10 in Boston and New York City — tak- 
ing on the naming rights to the Yard Goats’ 
stadium seemed like a logical way to show 
its force in the Hartford market, Manchester 
said. It will be the first outdoor stadium to 
bear the Dunkin’ Donuts name, although the 
company does have the naming rights to the 
Providence, R.I. civic center. 
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United Technologies 


The exact value of the Yard Goats/Dunkin’ 
deal is confidential, but Yard Goats owner 
Josh Solomon said the city will receive at 
least a $225,000 cut annually, regardless of 
the agreement’s actual value. 


Sponsorship deals 

At a time when corporate sponsors are 
re-upping their commitments to many of Con- 
necticut’s major sporting events, each company 
determines the return 
on investment (ROI) 
differently but largely 
bases their decisions 
on the impact to brand 
awareness, commu- 
nity giving, market fit 
to their core custom- 
ers, and client and 
employee entertain- 
ment potential. 


Andy Bessette, executive 


vice president and chief “Corporate part- 
administrative officer, ners are definitely 
Travelers more savvy than they 


were before. They 
want that ROI,” said Nathan Grube, director for 
the Travelers Championship PGA golf tourna- 
ment in Cromwell, which starts June 22. 

Having signature sponsors like Dunkin’ 
sign on for multi-year deals is important to 
helping Connecticut sporting events raise 
enough corporate support, said Anne Worces- 
ter, tournament director for New Haven’s wom- 
en’s tennis tournament, the Connecticut Open 
presented by United Technologies Corp. 

The Connecticut Open must raise $3 million 
each year from corporate sponsorships, Worces- 
ter said, and having a multi-year title sponsor 
helps the tournament convince other potential 
partners that the event is stable, growing and 
provides a significant ROI. Plus, title sponsor- 
ships almost always have the highest value. 

“It is always easier when you have a title 
sponsor or a lead sponsor,” Worcester said. 

Hartford-based UTC, which became Con- 
necticut Open’s title sponsor last year, recent- 
ly extended its deal through 2017. 

Hartford insurer Travelers this year 


Hartford good f 





started a new 10-year agreement with the 
PGA tournament in Cromwell that, when 
complete, will make the company the lon- 
gest serving title sponsor in the event’s 
72-year history. 

Travelers, which on June 16 also became 
the second corporate sponsor of the Yard 
Goats, considers the main ROI from its sports 
sponsorships to be the charitable donations 
these organization make as well as the com- 
munity support each event yields, said Andy 
Bessette, executive vice president and chief 
administrative officer for Travelers. 

“This event is so important to this region. 
It is great for community pride, and it is great 
for our brand,” said Bessette. 


Measuring return 

When helping companies decide to spon- 
sor events, Fenway Sports Management will 
look at both the tangible and intangible return 
on investment, said Lev. Metrics like event 
attendance, television audience, and signage 
exposure all can be easily measured, but deter- 
mining how an event’s community impact and 
charitable giving directly impact a company’s 
bottom line is much more difficult. 

Companies all determine their ROI different- 
ly, Lev said, based on their own cultures and pri- 
orities. Some want brand awareness while oth- 
ers are more concerned with their philanthropic 
legacy. Events also provide sponsors with ven- 
ues to entertain clients and provide rewards and 
volunteer opportunities for employees. 

Hartford/Boston utility parent Eversource 
Energy this October enters into the second 
year of a three-year deal as title sponsor of 
the Hartford Marathon. This year will be the 
first Eversource Hartford Marathon following 
the company’s February rebranding from its 
old name, Northeast Utilities. 

“Tt is a huge significant event for the state 
that we like to support,” said Eversource 
spokeswoman Tricia Taskey Modifica. 

UTC’s Connecticut Open sponsorship is 
less about brand awareness since the aero- 
space and building systems conglomerate 
has few consumer-oriented products, said 


(Clockwise from upper left) 
Connecticut Open tennis 
players James Blake (left) 
and Andy Roddick partici- 
pate in sponsor Yale New 
Haven Health System’s tent 
activities; as title sponsor, 
United Technologies has 
the most prominent place- 
ment on the Connecticut 
Open court, where tennis 
player Petra Kvitova was 
playing; Aetna sponsors a 
Connecticut Open FitZone, 
which holds a Kids Day; 
minor league baseball team 
owner Josh Solomon is 
moving the New Britain 
Rock Cats to Hartford for 
the increased visibility, 
access to corporations, and 
larger fan base; and spon- 
sors at the Travelers 
Championship can get their 
name on offerings such as 
the concert series, viewing 
galleries, fan zones, bars, 
exclusive clubs, and minia- 
ture golf courses. 


Yale 


or Dunkin’ 


Peter Holland, UTC vice president for state 
government relations. Instead the company’s 
focus is on community support toward mili- 
tary personnel and their families. 

Corporate sponsors of the Connecticut 
Open still want to know metrics like atten- 
dance, media impressions and economic 
impact, Worcester said, but the less tangible 
charitable aspect is playing a greater role. The 
tournament, which starts Aug. 21, registered 
as anonprofit for the first time last year. 

“More and more of our sponsorship 
pitches center around what the tournament 
is doing for the community,” Worcester said. 

Specific charitable opportunities give sport- 
ing events more chances to sell corporate spon- 
sors, said Grube, who has secured 350 sponsor- 
ships for the Travelers Championship. It also 
encourages sponsors to spend more, he said. 

When the Travelers Championship expand- 
ed its military appreciation events, St. Francis 
Hospital and Medical Center signed on as the 
main sponsor. While St. Francis already was a 
golf tournament partner — providing medical 
services — the military appreciation angle grew 
the hospital’s investment, Grube said. 

“Companies are willing to spend more if we 
find the right product for them,” Grube said. 


More deals to come 

After Dunkin’ Donuts and Travelers 
announced their sponsorship deals with the 
Yard Goats, Solomon, the team owner, said he 
expects sponsorship interest to build for the 
minor league ballclub. 

“We are looking at companies in the Greater 
Hartford area,” Solomon said. “That is our focus.” 

The Yard Goats will need those sponsor- 
ships to hit its estimated revenue numbers. A 
Hartford-commissioned study said the team 
should bring in about $2.2 million in total cor- 
porate support, accounting for 27 percent of 
its total revenue. Solomon has not confirmed 
the accuracy of those estimates. 

“The corporate community has been very 
supportive of what we are doing,” Solomon 
said. “They feel like we will be very positive 
for Hartford.” a 
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on: September 10, 2015 at the Marquee Events 
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bill allows for research-scale hemp cultivation, 
which is about as far as the state can go without 
running afoul of federal law, which still effec- 
tively outlaws commercial hemp production. 

Hemp is a fibrous variety of cannabis that 
contains virtually none of the psychoactive 
ingredients present in plants that yield mari- 
juana. The plant’s close connection to the drug, 
however, was one factor that led to its produc- 
tion decline in the U.S. after World War II, though 
American companies continue to import mil- 
lions of dollars’ worth of hemp products each 
year from China, Canada and other countries. 

Last year, however, Congress included 
language in the federal farm bill allowing for 
research-scale hemp cultivation, and instruct- 
ed drug enforcement officials not to interfere 
with states that want to test the waters. 

Since then, at least nine other states have 
changed their laws to specify that hemp is 
no longer considered a controlled substance, 
providing some legal protections for growers, 
even though federal law still largely consid- 
ers hemp to be an illegal drug. Several states, 
including Kentucky, Colorado and Vermont, 
have already planted pilot crops to study 
hemp cultivation and marketing. 

Connecticut now joins a growing move- 
ment spurred by advocates and lawmakers 
who see hemp production as a potential U.S. 
economic engine. 

But the industry’s revival, both here and 
abroad, will be far from easy because slowly 
shifting federal law isn’t the only barrier to 
hemp’s comeback. There are economic con- 
cerns as well. Several Connecticut agencies 
have questioned whether hemp cultivation 
could be profitable for Connecticut farmers. 

But nonetheless, progress is progress, 
advocates Say. 

“Obviously we want the process to be 
faster than it is, but ’m just happy we can put 
our foot in the door,” said state Rep. Melissa 
Ziobron, R-East Haddam, who championed 
Connecticut’s bill. 


CT hemp advocate gets a jump start 

Hemp has thousands of end uses, from 
clothing to beauty products to food. Ziobron 
said she hopes production of the plant will 
eventually create economic opportunity for 
Connecticut farmers and manufacturers and 
replace reliance on imported hemp. 

Tatianna Gildersleeve, a former fashion 
stylist and editor who owns a fledgling tex- 
tile business in Greenwich called Tredway 
White, hopes that Connecticut-grown hemp 
could eventually become part of a line of sus- 
tainable products for her company. 

“We can import hemp from basically any 


16 Hartrorp Business Journal @ June 22, 2015 


Connecticut truckers pay the second highest diesel taxes in the nation, but the price will drop by 4.2 cents per gallon July 1. 
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CT diesel tax to drop 4.2 cents 


By Brad Kane 
bkane@HartfordBusiness.com 
he tax Connecticut charges on diesel fuel 
T will drop to 50.3 cents from 54.5 cents per 
gallon on July 1, according to the state 
Department of Revenue Services. 

“This is great news for truckers who use 
millions of gallons of diesel every year,” said 
Mike Riley, president of Motor Transport 
Association of Connecticut. 

Despite the 4.2 cent decrease, however, 
Connecticut’s diesel tax remains the sec- 
ond highest in the nation, according to the 





hemp cultivation 


American Petroleum Institute. Only Pennsyl- 
vania’s diesel fuel tax is higher at 65.3 cents 
per gallon. The next closest to Connecticut is 
New York at 45.45 cents per gallon. 

The tax is recalculated every year based on 
the average wholesale price of diesel and the 
petroleum gross earnings rate. The new diesel 
tax rate will remain in effect for 12 months and 
then be recalculated again. 

“Labor and fuel are truckers’ biggest expens- 
es. The drop in the rate of this tax is a big deal,” 
Riley said. “The reduction of costs from dropping 
this tax will go right to avery thin bottom line in 
thousands of Connecticut businesses.” a 





country in the world, but we can’t grow it here,” 
Gildersleeve said. “This is astart to change that.” 

The change in federal law last year allows 
state agriculture departments and universi- 
ties to study hemp cultivation and marketing. 
Ziobron has suggested that UConn’s College 
of Agriculture and Natural Resources could 
play that role in Connecticut. 

The school did not make an official avail- 
able for comment before deadline. 

While Connecticut’s hemp bill awaits the 
governor's signature, Gildersleeve is already 
involved in cultivation. Her company has 
partnered with a Kentucky farm that just 
planted its second research hemp crop — 
part of 1,500 acres that farmers in the Blue- 
grass State are expected to harvest this year. 

She hopes to process some of that result- 
ing crop into fiber to use in her products, 
though she admits she is uncertain about the 
legality of transporting the hemp to another 
state and using it for commercial purposes. 

Kentucky, once the nation’s largest hemp 
producer, underscores the tension between 
federal enforcement and state hemp efforts. 

The U.S. Drug Enforcement Agency seized 
imported hemp seeds there last year and then 
released the seeds after the state sued and 
successfully applied for a DEA permit. 


In Connecticut, the departments of Eco- 
nomic and Community Development, Con- 
sumer Protection and Agriculture released 
a report in December recommending that 
lawmakers adopt the same definition for 
hemp as the 2014 farm bill, to minimize the 
risk of federal enforcement action. The state 
legislature did just that, defining hemp as the 
cannabis variant with virtually none of the 
active ingredients found in marijuana. 


Hemp Hurdles 

If Congress greenlighted commercial hemp 
production today, there would still be plenty of 
challenges to forming an industry around it in 
Connecticut. 

The state report released in December 
predicted a “modest new economic opportu- 
nity” for farmers if commercial hemp produc- 
tion is permitted. 

The profitability of U.S. hemp is a tough 
thing to predict, according to a study by the 
University of Madison-Wisconsin, which said 
many estimates overlook how labor intensive 
hemp processing is, the impact of foreign 
competition, and potential regulatory costs. 

Henry Talmage, executive director of 
the Connecticut Farm Bureau Association, 
which represents approximately half of the 


state’s farmers, said he is happy about the 
hemp bill, but his optimism is tempered. 

“In general, we’re always excited about 
new marketing and production opportunities 
for Connecticut growers,” Talmage said. “The 
bigger question is: Is this something that can 
be done profitably in Connecticut?” 

Farmers would need processing plants 
available to handle their hemp crops and be 
assured there was a market for the product. 
Plus, there would be price competition from 
bigger farming states and foreign producers. 

“Most people envision this as much more of 
a boutique type of opportunity, at least initially,” 
Talmage said. “I don’t see hemp replacing huge 
segments of our agricultural infrastructure.” 

But Talmage said hemp could be part of the 
business mix for some farmers who have diver- 
sified over the years into niche crops, including 
some recent interest in hops for brewing beer. 

Gildersleeve, who spoke to the Hartford 
Business Journal by phone from Kentucky, 
said she’s ready to give hemp production a shot. 

“Td love to grow closer to home,” she said. 
“It’s a really good opportunity for Connecti- 
cut farmers to, even on a small scale, create 
an economy around hemp.” a 


Brad Kane contributed to this story. 


www.HartfordBusiness.com 





G3LNEIYLNOO | OLOHd 





LI | 


TOWN PROFIL 





Land area (sq. miles) 
Pop./sq. mile (2011) 
Median age (2011) 
Households (2011) 
Median HH Inc. (2011) 


Population (2012) 
2000 
2010 
2012 
2020 


Race/Ethnicity (2012) 
White 

Black 

Asian Pacific 

Native American 
Other/Multi-race 
Hispanic 


HOUSING 

Housing stock (2012) 
Existing units (total) 

% single unit 

New permits auth. (2012) 
as % existing units 
Demolitions (2012) 
Residential sales (2011) 
Median price 


Top 5 Employers 

Hartland School 

Hartland Fire Dept 

Prudential Connecticut Realty 
R M Industries 

West Hartland Firehouse 





33 

67 

46 

769 
$91,875 


2,012 
2,009 
2,198 
2,066 


2,112 
15 
45 


26 
11 


838 
97.5% 

0 

0.00% 

0 

11 
$216,000 


Educational attainment (2012) 
Persons age 25 or older 

High school graduate 
Associate's Degree 

Bachelor's or more 


GOVERNMENT 
Government form 


Total revenue (2012) 

Per capita tax (2012) 

as % of state average 
Total expenditures (2012) 
Total indebtedness (2012) 
as % of expenditures 

per capita 

as % of state average 
Annual debt service (2012) 
as % of expenditures 
Equalized net grand list (2010) 
per capita 

as % of state average 


Source: Connecticut Economic Resource Center, www.cerc.com 
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Town% State % 
495 32% 28% 
130 8% 7% 
539 35% 36% 


Selectman-Town Meeting 
$6,737,652 
$2,110 

81.7% 
$6,176,394 
$1,346,821 
21.8% 

$613 

27.2% 
$221,302 
3.6% 

$261 420,906 
$118,936 
82% 


Clic i 


Lifetime 
evement 


SVAWARDS 


2015 


ECONOMICS 
Business profile (2013) 


Sector 

Construction 

Manufacturing 

Other Services 

Total Government 

State Government 
Local/Municipal Government 


LABOR FORCE 
Commuters (2011) 


Commuters into town from: 


Hartland 
Winchester 
Barkhamsted 
Granby 
Suffield 


Labor Force (Residence) 
Employed 

Unemployed 
Unemployment Rate 


Place of Work (2013) 

# of units 

Total Employment 
Manufacturing Employment 


TOP 5 GRAND LIST 
Company 

Metropolitan District 
Connecticut Light & Power 
Dalene Thelma 

Jung Marlene D 

Psutka Leopold J & Annette J 


HARTLAND 
Town Hall: 22 South Road 


East Hartland, CT 06027 


(860) 653-6800 


Units 


78  |Simsbury 
Torrington 
Bristol 
Salisbury 
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Amount 
$21.1M 
$2.0M 
$.7M 
$.5M 
$.4M 


Employment 


1,201 
1,135 

66 
5.5% 


38 
129 


% of Net 
10.7% 
1.0% 
0.4% 
0.3% 
0.3% 


Through the Lifetime Achievement Awards, we seek to identify business 
leaders from private or public companies whose long-term active 
engagement in our business community have had significant positive 
economic impact locally and will teach future generations by example. 


Nominate today! Nominations Close: July 22, 2015 


PRESENTING SPONSOR: 


Event SPoNsoR: 


COHN@REZNICK pita 


ACCOUNTING °¢ TAX * ADVISORY 


e group 


EVENT PARTNERS: 


‘Che SBand C&allraam 


MARKETING 
INTERACTIVE 
PRODUCTIONS 


oe 


June 22,2015 © Hartrorp Business JourRNAL 17 


Perfect 


PROMOTION 


20 


74 
15 
56 


Go] CO] Coy 





HARTFORD BUSINESS JOURNAL 
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~~ GIVESBACK 


FORUM 


NONPROFIT PROFILE 
Knights of Columbus 


One Columbus Plaza, New Haven | kofc.org 


Assists the sick and needy and sells insurance products and annuities. 


TOP EXECUTIVE 


Carl Anderson, Director/Supreme Knight 


Taking Social Responsibility to Heart 


Educational, charitable, religious and 
social welfare support; sells insurance and 
annuities to members. 


[> lease join the Hartford Business Journal at our second annual 


Business Gives Back Forum which will provide important 


information on the many ways that businesses of all sizes can become 


more involved in their communities. 


SAVE THE DATE! 


October 22nd, 2015 


Time: 7:30 a.m.- 11:30 A.M. 


Presented By: 


HARTFORD BUSINESS JOURNAL 


Presenting Sponsors: 


LIVE UNITED 


ay K~ 4 


United Way of Central 
and Northewwvern Coorme fix ef 


Location: Tne Mark Twain House, Hartford, CT 


Floyd Green, 

Corporate 

Vice President 
Sof Community 

Relations & Urban 

Marketing, Aetna 


Keynote Speaker: 


To register visit: www.HartfordBusiness.com 
and click on “Our Events” 
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Event Sponsors: 


COMCAST 
BUSINESS 


Hartford Foundation 


FOR PUBLIC GIVING 


Harvard Pilgrim 
HealthCare 


Event Partners: 


or contact: Amy Orsini at Oo i Perfect 
M 


aorsini@Hartfordbusiness.com 
or 860-236-9998 ext. 134 


Summer, Fall, Winter, 


Keep your exterior colorful 
and festive year round with our 
exterior seasonal program! 


F 


HH 


Interiors 
indoor / outdoor plantscapes « holiday decor 


y 


P.O. Box 2468, New Britain, CT 06050 
800.969.3837 


www.newleafinteriors.com 


Spring 


Hit 


The Mark Twain 
House & Museum 
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FY 2013 SUMMARY 


2013 2012 
Total Employees 3,395 3,272 
Total Assets $20,541 656,462 $19,408,071 ,360 
Total Liabilities $18,624,670,829 $17,565,835,366 


Contributions & Grants $0 $0 
Program Service Revenue $1,198,412,560 $1,247,246,911 
Investment Income $939,636,973 $882,593,573 
Other $48,288,036 $50,127,114 
TOTAL $2,186,337,569 $2,179,967,598 


Grants $27,570,846 $32,106,129 
Member Benefits $1,658,677,920 $1,669,352,233 
Salaries/Employee Benefits $150,493,570 $115,411,492 
Fundraising Fees $0 $0 
Other $235,539,620 $235,157,982 
TOTAL $2,072,281,956 $2,052,027,836 
MARGIN $114,055,613 $127,939,762 


TOP PAID EXECUTIVES (FY2013) 


Base Salary Total Compensation & Benefits 

Carl Anderson, Supreme Knight $2,026,537 $2,063,818 
Thomas Smith Jr., Ex. VP $785,227 $823,054 
Dennis Savoie, $601,407 $631,637 
Past Dir./Dep. Supreme Knight 
SOURCE: GUIDESTAR IRS 990 TAX FORM 

various final installa- 

tions inside the home 


au 


and CEO Ray Gorman. 


For the fifth consecutive year, the TJX 
Foundation is funding Community Men- 
tal Health Affiliates’ Child & Family Ser- 
vices programs in New Britain and Water- 
bury to help children who have witnessed 
or suffered from violence or abuse. CMHA 
is a private nonprofit provider of mental 
health and substance abuse treatment, with 
13 locations that serve more than 6,000 chil- 
dren, adolescents and adults each year. 

eee 

Thirteen employees at West Hartford 
wealth management firm Northstar Wealth 
Partners joined other volunteers to assist 
Habitat for Humanity in completing a new 
home in East Hartford for a family in need. 
The Northstar team successfully completed 





(From left) TJX human resources generalist/recruiter Chad Abdow presents a check to 
Eva Ruiz and Angie Melendez of CMHA Child & Family Services and CMHA President 


including bathroom 
vanities, trim, win- 
dow blinds, painting, 
door hardware, clos- 
et doors and shelving. 
e@@e0e8 

The 4-H Edu- 
cation Center at 
Auerfarm received 
the Bloomfield 
Chamber of Com- 
merce’s Non-Profit 
Award at the cham- 
ber’s recent annual 
awards dinner. The 
private, nonprofit 
4-H Education Cen- 
ter was awarded for 
its outstanding con- 
tributions to the community. The 4-H Edu- 
cation Center provides hands-on and farm- 
to-school experiences to more than 14,000 
children throughout the year. 


i 4 
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The LifeChoice Donor Services Blue 
& Green 5K in Windsor raised $90,000 that 
will be used to educate the public about the 
critical need for more people in Connecticut 
and Massachusetts to join the donor registry. 

More than 750 friends and supporters cre- 
ated over 65 teams to help raise awareness 
about the need for more registered organ, 
tissue and eye donors. Many teams walked 
inremembrance of a loved one, carrying pho- 
tos and posters, wearing custom shirts, and 
carrying banners with messages and photos. 


www.HartfordBusiness.com 





MOVERS & SHAKERS 





KBE Building Corp. adds 
three to Farmington office 


Construction management firm KBE Building 
Corp. recently hired two new project managers, 
Simon Bernard and Robert Leo, and a new safety 
and quality control manager, Brian Patenaude, all 
in its Northeast office in Farmington. 

Bernard has 10 years of experience as a carpen- 
ter foreman and 20 years as a project manager in 
retail, education and healthcare markets. 

Leo has 29 years of construction industry experi- 
ence, including a project management background 
in hospitality, retail and senior-living markets. 

Patenaude has 41 years of construction industry 
background, with project management experience in 
retail, higher education and hospitality markets. 


Frontier Comm. promotes EVP 


Frontier Communications Corp. has promoted 
John Lass to executive vice president of field op- 
erations. In his new position, Lass is responsible for 
Frontier‘s operations in 28 states, including network 
operations and carrier and wholesale operations. 

Most recently, Lass was based in Fort Wayne, 
Ind., aS president of Frontier’s Central Region. His 
tenure with Frontier includes a variety of operating 


roles and leading integration activities related to 
mergers and acquisitions. 


BioSafe Systems hires research 
engineer, project manager 


East Hartford-based BioSafe Systems LLC re- 
cently hired Melissa Carserino as research engineer 
and project manager. Carserino will work to engineer 
and develop new products in BioSafe’s product line for 
agriculture, horticulture and meat and poultry. She will 
also assist in the day-to-day management of produc- 
tion and procurement schedules and vendor relations. 

Carserino comes to BioSafe from Chemtura 
Corp., where she worked as a technical sales ser- 
vice engineer and product and market analyst. 


Quinnipiac names associate 
dean at School of Nursing 


Lisa O’Connor has been promoted to associate dean 
of the Quinnipiac University School of Nursing. She 
had been director and chair of undergraduate nursing. 

In her new role, O’Connor will work with the dean to 
implement the school’s strategic plan and mission to de- 
liver programs that focus on holism, interprofessionalism 
and inclusivity. She also will collaborate with the nursing 
school’s program chairs to schedule classes, courses and 


facilities, assess and evaluate programs, advise students, 
and lead the school’s quality improvement initiatives. 


Foxwoods appoints VP 
of food and beverage 


Foxwoods Resort Casino has appointed Adam 
Odegard to vice president of food and beverage. He 
will be responsible for the overall leadership in design, 
implementation and execution of the resort’s food and 
beverage operational standards and procedures. 

Odegard has held executive positions at Mandalay 
Bay Hotel Casino and Treasure Island Hotel and Casino 
in Las Vegas, The Ritz-Carlton Hotel in New York City, 
The Willows in Australia and Hilton International in Israel, 
among others. He most recently served as president, 
managing partner at Epicurean Strategic Partners, a hos- 
pitality management and boutique recruiting company. 


Mintz + Hoke names 
senior project manager 


Avon communications firm Mintz + Hoke has 
promoted Sarah Flaherty to senior project man- 
ager. In this position, she works with the digital and 
creative teams and vendors to manage marketing 
Campaigns across digital and printed media. 

Flaherty previously worked as senior account di- 


rector at Red Dog Design, where she worked with 
Clients on all aspects of projects, including account 
and project management. 


Robinson+Cole lawyer joins 
Statewide Legal Services board 


Robinson+Cole lawyer Megan R. Naughton has 
joined the board of directors of Connecticut’s Statewide 
Legal Services, which provides free legal tools and in- 
formation to low-income people. Naughton, co-chair 
of Robinson + Cole’s immigration group, practices pri- 
marily in the area of U.S. immigration law, focusing on 
business immigration. The majority of her work involves 
advising businesses, schools and nonprofits on nonim- 
migrant and immigrant visas for their employees. 


Hoffman Auto Group names 
community outreach manager 


Hoffman Auto Group has named Susan L. Lane 
to manager of corporate reputation and community 
outreach. Lane will focus on developing brand aware- 
ness and implementing customer service programs. 

Lane joined Hoffman Auto Group in 2012 as a 
sales consultant at Hoffman Honda. In January 2013, 
she joined the marketing and communications de- 
partment as a business development specialist. 
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POWER 
BREAKFAST 








Register today! Please go to: 


www.HartfordBusiness.com and click on ‘Our Events’ 


Or contact Amy Orsini at 860.236.9998 ext. 134 
or aorsini@HartfordBusiness.com 
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Carl Johnson, 
Managing Partner, 
Blum Shapiro 





LOT f Ul; 
& THE COMING RETIREMENT WAVE 


Please join the Hartford Business Journal at The Society Room on Wednesday, 
July 15, 2015 for a panel discussion designed to educate around the issues and 
challenges of Connecticut’s aging workforce. Breakfast will be served. 


HARTFORD BUSINESS JOURNAL 


www.HartfordBusiness.com 


Delivering « 
Business. In Person. 











/’ pate: Wednesday, July 15, 2015 Time: 7:30 a.m.-9:30 a.m. 


e: The Society Room, 31 Pratt Street, Hartford 
Single Ticket Rate: $45.00 


Thomas Phillips, 
President and CEO, 
Capital Workforce Partners 


Event Partners: 


The Society Room 
of Hartford 


In Print. 
Online. 
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EDITORIAL 


Fertile business climate 
must be top priority 


he special legislative session tentatively scheduled for the end of June couldn't 
come at amore critical juncture for Connecticut’s economy. 
With rumors swirling about some of the state’s largest employers — Sikorsky 
Aircraft, Cigna and Aetna — being acquisition targets of out-of-state companies, the 
need to maintain and improve Connecticut’s business climate is paramount. If any of 
those corporate giants are gobbled up by competitors in lower-cost states, thousands 
of Connecticut jobs could be at risk. 

Hartford’s perch as the Insurance Capital of the world could also be threatened. 

Unfortunately, Connecticut has been put in a very vulnerable position following 
the House and Senate’s passage of a $40.3 billion budget that raised taxes by $2 billion. 
That budget drew national attention and significant consternation from Connecticut 
employers that would feel the brunt of the tax hikes. 

Gov. Dannel P. Malloy has proposed rolling back business tax increases by $223 
million to sate the outcry from CT Inc. That’s a good starting point. We urge lawmakers 
to heed Malloy’s policy shift; to ignore it or play hardball would risk striking a major 
blow to the state’s economy. 

The timing of the merger talks is actually fortuitous because it shines a spotlight on 
the importance of having a competitive business climate. United Technologies Corp. last 
week confirmed that it will sell or spin off its Sikorsky helicopter division; Cigna was 
rumored to be in acquisition talks with Indianapolis health insurance giant Anthem; and 
Aetna was identified as an acquisition target of Minnesota-based UnitedHealth Group. 

To be clear, these deals aren’t being driven by Connecticut’s tax policies. UTC is look- 
ing to unload its least profitable business, while the health insurance industry is heading 
toward a major consolidation wave. But if any of those deals are struck, Connecticut’s 
business climate will play a critical role in determining where the surviving jobs stay or go. 

Any health insurance industry consolidation will surely mean lost jobs either in 
Connecticut or other states as insurers scale up and drive cost savings from their opera- 
tions. The surviving management teams will crunch numbers and weigh other factors 
to determine where to maintain their operations. If state lawmakers don’t back off their 
$2 billion tax increase, there’s a greater chance Connecticut jobs will go elsewhere. 

We urge lawmakers to work with Malloy and rewrite what was avery bad budget for 
Connecticut’s economy. |_| 


Health insurance consolidation 
a small business concern 


Speaking of consolidation, we hope state and federal regulators keep a close eye on 
the pending merger wave in the health insurance industry. 

Beyond the potential job losses Connecticut faces, businesses of all sizes risk higher costs 
if the insurance market becomes too consolidated. A merger, for example, between Cigna 
and Anthem would allow the combined company to control nearly two-thirds of the Con- 
necticut market, according to an analysis by the Stamford Advocate. Such clout would give 
the company significant leverage in negotiations with hospitals and doctors and consumers. 

Medical providers, too, have been caught up in a prolonged merger-acquisition 
period, the consequences of which are yet to be known. 

Health insurance costs are a major burden on Connecticut employers. Any mergers 
that threaten to increase those costs further must be looked at carefully. Connecticut’s 
Insurance Department is considered one of the strongest state-based regulatory bodies 
in the country. We hope it leverages that expertise to make sure the state maintains a 
competitive health insurance marketplace. | 


Should the state increase hospital 
Medicaid reimbursement rates? 


Last week’s poll results: 
Do you think GE, Travelers or Aetna 
will actually leave the state? 


56.3% Yes 
43.8% No 


To vote, go online to HartfordBusiness.com. 
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OTHER VOICES 


insurers holding back 


access tO 


advances 


in women's health 


By Dr. Jean Weigert 


ne of the most rewarding moments of 
a doctor’s career is witnessing first- 


hand advances in medicine that saves 
lives. As abreast cancer imaging specialist in 
practice for three decades, one of the most 
remarkable advances I’ve seen is the advent 
of 3D mammography. 

3D mammograms provide enhanced clarity, 
which leads to fewer false alarms and increased 
cancer detection. 
Given the notable 
benefits, I wish some- 
one could explain 
why some _ private 
insurance companies 
aren't covering this 
important technology. 

Since the Food 
and Drug Adminis- 
tration first approved 
the technology in 
2011, multiple peer- 
reviewed studies have shown that 3D mammo- 
grams provide greater accuracy than 2D mam- 
mograms alone. Doctors can now look at the 
breast tissue layer-by-layer, which is especially 
helpful for women with dense breasts. With this 
technology, we're calling back fewer patients 
due to inconclusive images, saving women the 
inconvenience, cost and anxiety of needless 
follow-up visits and the healthcare system the 
cost of unnecessary additional testing. 

The benefits do not stop there — not only 
does 3D mammography help reduce false 
positives, it helps find cancers that might be 
obscured by, or look like, normal tissue. The 
technology has shown a41 percent higher inva- 
sive cancer detection rate when compared to 
conventional mammograms. This is a game- 
changer for women, and it’s not surprising that 
Medicare has recognized its value and is now 
covering and paying for 3D mammography 
screening. However, some private insurers’ 
policies, such as Cigna and Aetna, based here 
in Connecticut, are considering this “experi- 
mental” technology, which it certainly is not. 

Until private insurers cover 3D mam- 
mography, not all women will benefit from 





LETTER TO THE EDITOR 


GE isn’t bluffing 


Growing up, my dad, a World War Il veteran who grew 
up in West Haven and worked in the private sector 
his entire career, taught me to beware of politicians 
when it comes to tax policies. “They’re always looking 
for more cookie jars,” he’d say. “Their thirst for more 
revenue is relentless. They have little incentive to stop 
because the consequences of their decisions are often 
revealed after they’re gone from political office.” 


I’m a Connecticut native and have operated a small 
business here for 27 years. I’ve also had experience 
working with General Electric, and in my observation, 
they don’t bluff. It takes a corporation such as GE a 
long time to choose to move. They don’t make im- 
pulsive, impetuous decisions. However, when they do 


these more accurate mammograms. I’ve 
made it my personal mission to educate 
Aetna, Cigna, Anthem (of which Blue Cross 
Blue Shield of Connecticut is a subsidiary) 
and others, explaining the clinical and eco- 
nomic data supporting the superiority of this 
technology. Furthermore, I believe coverage 
of this technology is particularly important 
for the state of Connecticut, which current- 
ly ranks second in breast cancer incidence 
rates nationwide. 

With health insurers so focused on their 
bottom line, you'd think they’d be eager to 
reimburse for 3D mammography — but that 
has not been the case. A study published last 
year in the Journal of ClinicoKconomics and 
Outcomes Research found that 3D mam- 
mography leads to significant cost savings 
because of the significant reduction in unnec- 
essary follow-up visits due to false alarms. It 
showed that insurance companies could save 
$28.53 per every woman screened with 3D 
mammography. It’s hard to understand why 
insurers are hesitant to cover a technology 
that not only saves lives but dollars too. 

But beyond the bottom line, lack of reim- 
bursement is a shame given we are talking 
about the lives of real women. Women whose 
3D mammogram meant this year they may not 
need to go in for an unnecessary follow-up exam 
or biopsy. Women deserve better than this. 

The sad fact is, when insurers’ policies 
don’t keep pace with the new standard of care, 
it slows innovation and the adoption rate of 
vital advances. Many doctors will only be able 
to invest in 3D mammogram equipment when 
they know insurance will cover it. 3D mammog- 
raphy is an important advancement in breast 
cancer screening; it is a victory for women, 
their families and our healthcare system. I call 
on all of Connecticut’s insurance providers to 
join our state’s doctors in ensuring all women 
have access to 3D mammograms. a 
Dr. Jean Weigert is a breast cancer research- 
er, physician and patient advocate who 
serves as director of breast imaging at The 
Hospital of Central Connecticut in New Brit- 
ain and Southington, and is president of the 
Radiological Society of Connecticut. 


choose to move, that’s it. They’re not coming back. 


Connecticut politicians seem to think that they can 
heap more and more tax burdens on businesses, year 
after year, without any negative consequences. They 
seem to think that Connecticut is such a unique and 
marvelous place, that businesses will swallow hard, 
cough up the money, and never leave. Wrong! When 
will our power brokers in government realize that 
they must change their big-spending ways? 


Drew Crandall 

Founder 

Keep In Touch 
dcrandall@keeptouch.com 
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TALKING POINTS 





By Andrea Obston 


mon with Bill Murray, Kanye West, Chicago 

Mayor Rahm Emanuel and the BP oil compa- 
ny. She’s been the victim of a Twitter imperson- 
ator. And, unlike Bill Murray’s Twitter Dopple- 
ganger, her impersonator was not telling jokes. 
In fact, he or she was saying hateful things about 
people who my client 
would never dream of 
offending. 

The irony is that 
my client doesn’t even 
use social media and 
when word of these 
tweets got back to her, 
she was at a loss to 
know what to do. Wel- 
come to anew kind of 
crisis — the Twitter 
impersonation. 

Twitter imposters are not new. Even as far 
back as 2009, public figures as diverse as the 
Dalai Lama and Shaquille O’Neal were find- 
ing themselves victims of this phenomenon. 
A 2013 study by Barracuda Labs, for example, 
uncovered 99,000 fake Twitter accounts on 
the web. Given the increased popularity of 
Twitter, you can expect this number to esca- 
late exponentially. 

So, what should you do if youre a victim 


have a client who’s got something in com- 





BIZ BOOKS 


of a Twitter impersonator? Squawk. Squawk 
to your clients and squawk to Twitter. Unlike 
other crises — where you aim for a low-key 
response that generates little or no exposure 
— this one demands a lot of noise. 

But before you start making all that 
noise, you need to know the difference 
between a parody account and imperson- 
ation. Parody accounts are fully protected 
on Twitter. If they are upfront that they 
aren't the real you (and they aren't using 
your image or any copyrighted materials 
of yours), there is probably very little you 
can do about it. Impersonation, on the other 
hand, is against Twitter rules, which state: 
“Twitter accounts portraying another per- 
son in a confusing or deceptive manner may 
be permanently suspended under the Twit- 
ter Impersonation Policy.” For that reason, 
when you report this to Twitter, make sure 
to fill out their form completely and be clear 
about how your Twit is impersonating you 
or your organization. 

If you are, indeed, the victim of a Twitter 
impersonator, here are the steps to take: 

Step 1: Reach out to your entire contact 
list via email. Yes, we’re going old school here, 
but it’s the safest way to let them know that 
you ve been the victim of a Twitter imposter. 
Ask them not to accept a follower request if 
your Twit reaches out to them and to stop 
following your imposter to decrease the 


Twitter impersonators: a new kind of Crisis 





> So, what should you do if you’re a victim 
of a Twitter impersonator? Squawk. 


visibility of his or her tweets. If you are active 
in associations, local government, higher 
education or other high-profile organiza- 
tions, contact their administrators as well to 
let them know that you are not your Twit. If 
youre active on Twitter and have built your 
own community there, use that too to get the 
word out to call out your impersonator. 
Step 2: Get in touch with Twitter to report 
the situation. The good news is that Twitter 
makes it easy to report violations. The bad 
news is that it’s going to take a while. My Twit- 
ter guru, Morgan Flagg, tells me that Twitter's 
folks are the most aggressive against imper- 
sonators of accounts with a million or so fol- 
lowers, like those of celebrities. That’s why 
you need to start with step one to proactively 
take the wind out of your Twit’s sails. 
Nevertheless, you do want to get the 
account taken down. So go to the help section 
of Twitter. Search for “Impersonator” in the 
box in the top right corner. From there, click 
on “Reporting Impersonation Accounts.” 
Youll get the details on how to submit a ticket 


to get your Twitter impersonation resolved. 

A few other tips: 

e File the complaint from your company’s 
email address. Filing it from a third-party 
email (like your personal Gmail account) 
provider means Twitter has to take anoth- 
er step to verify that you are the real you. 

e Be specific on the part of the form that 
asks “How is this account pretending to 
be your brand, company or organization?” 
Don’t just click every box. Checking every 
box will increase your chances of being 
ignored, while choosing even just one box 
may get the other account removed. 

eBe patient. You're not alone, but that 
doesn’t mean you shouldn't speak up for 
yourself. If you haven't heard back in a 
week or so, go back to support (or tweet 
to @Support if you're on Twitter) and ask 
for an update. It can take some time, but 
be politely persistent. 

Andrea Obston is president of Andrea Obston 
Marketing Communications in Bloomfield. 


Changing company culture can have bottom-line impact 


Impact of Small Changes” by 
Margaret Heffernan (Simon & 
Schuster, $16.99). 

When it comes to measuring results at 
work, we look to numbers (¢.g. revenue, 
expenses, profit, ROI, turnover, etc.). But 
what really drives the numbers? The actions, 
habits, behaviors and egos of the CEO down 
the line to the low-level staff. The 
firm’s culture plays a huge 
role, too, because it frames 
choices, which affect organi- 
zational decisions. 

Heffernan’s “just culture” 
encourages ideas, question- 
ing, listening, while knowl- 
edge-sharing connects per- 
sonal goals to organizational 
goals through collaboration. 
In such an environment, lead- 
ership at all levels has “the 
courage to think and speak for 
oneself and on behalf of others.” 

Those not in leadership positions learn to 
lead themselves based upon their leaders’ 
examples. 

A just culture seeks conflict resolution 
by looking at conflict constructively. It relies 
on three I’s — information, intelligence and 
insight — to guide the decision-making pro- 
cess. Only from questioning can “better ideas 
emerge, honed by the clash of disciplines and 
the friction of divergent minds.” 

Heffernan believes that the devil’s advo- 
cate (DA) role can be a valuable one in the 
process. By taking the negative, the DA gets 
others thinking deeply about the three I’s. She 
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Jim Pawlak 


advises that the DA’s role should 
be a revolving one because it’s 
“an experience everyone needs 
to refresh his or hers thinking.” 
A just culture capitalizes 
on social capital (.e. trust, 
respect, reciprocity) to make 
things happen. When peo- 
ple know each other, they 
become connected team- 
mates. She cites a situation 
where coffee breaks at a call 
center produced $15 mil- 
lion in productivity gains. By requiring 
teammates to take a coffee break at the same 
time, the team came together because it built 
social capital. 
Just cultures recognize that no one can 
be “on” 24/7. Everyone needs time to relax. A 
short walk does more for productivity than 
staying late at work. Five minutes of periodic 
silence/meditation can do the same. Volkswa- 
gen turns off email during non-business hours; 
Huffington Post urges employees not to check 
company email when not in the office. 
Question to answer: “What small change 
can make a big impact on my work and that 
of others?” 
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> Only from questioning can ‘better ideas emerge, 
honed by the clash of disciplines and the friction 


of divergent minds.’ 


‘“‘Relevance: The Power to Change 
Minds and Behavior and Stay Ahead of 
the Competition” by Andrea Coville with 
Paul B. Brown (Bibliomotion, $26.95). 

When it comes to marketing, eyeballs, 
likes, tags, clicks, etc. don’t matter. When 
your message doesn’t resonate with a spe- 
cific target, it’s irrelevant. 

Coville outlines the three intertwined 
dimensions of relevance: 1. Segment — 
Trying to be all things to all consumers 
means youre nothing to no one. Focus on 
satisfying core consumers — 
the ones that will be brand-loy- 
al. Coke drinkers won't switch 
to Pepsi and vice versa. 

When expanding, don't 
ignore underserved niches 
within large, well-established 
markets. Initially, TOMS 
carved out a sizable niche 
in shoes with its unique 
“helping others” message. It 
expanded into eyewear and 
coffee with the same mes- 
sage; customers have fol- 
lowed because they believe 






The Power to 
Change 


Behavior and S+ 
‘ead of the 
Competition 


in the TOMS message. 

2. Intangibles — People must believe 
they’re receiving value when they purchase. 
While the perception of value differs among 
consumers, the principle applies to all. Part 
of that perception involves appearance, not 
only of the product but also its packaging 
and the service. 

The opinions of family, friends and other 
users play a value role, too. Social media has 
made it easy to find out what they think. You 
can ask questions and read product reviews. 

3. Circumstances — This deals with 

the content (words and pictures that 
attract and explain), context 
(time and space where people 
are apt to pay attention), and 
contact method (demographic 
communication source). 
Things to do Monday morn- 
ing: Rate your product/service 
on the relevance of its message. 
Minds ang Ask clients and prospects to 
rate it. Compare the connects 
and disconnects. 
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Jim Pawlak is a nationally 
syndicated book reviewer. 
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Members of Hartford Healthcare’s rea and communications team. 


OF NOTE 


HARTFORD HEALTHCARE NAMED BEST IN NEW 
ENGLAND FOR MARKETING AND COMMUNICATIONS 


Hartford Healthcare has claimed top honors in the New England 
Society for Health Care Communications annual Lamplighter Awards 
competition for the second consecutive year. HHC’s Behavioral Health 
Network won the 2015 Golden Lamp, Best in New England award for 
its “National Dialogue on Mental Health,” a series of public forums 
following the Sandy Hook tragedy. 


Hartford Healthcare also won the Best in New England Award in 2014 
for an internal communications campaign. 


SIMSBURY BANK’S GEITZ NAMED 
BUSINESS LEADER OF THE YEAR 


The Simsbury Chamber of 
Commerce recently present- 
ed Martin Geitz, president 
and CEO of Simsbury Bank, 
with the 2015 Business 
Leader of the Year Award at 
the chamber’s annual meet- 
ing and awards luncheon at 
Hop Meadow Country Club. 
Additionally, the Simsbury 
Chamber’s 2015 Public 
Servant of the Year Award 
was presented to former First 
Selectman Mary Glassman, 
and the recipient of the Chamber’s 2015 Educator of the Year 
Award was Melissa Fearrington, a mathematics and computer 
science teacher at Simsbury High School. 





Pictured (from left) are Charles 
Houlihan, Simsbury chamber presi- 
dent; and Martin Geitz, president and 
CEO of Simsbury Bank. 


PRATT’S ENGINEERING VP SABNIS INDUCTED INTO 
CT ACADEMY OF SCIENCE AND ENGINEERING 


The Connecticut Academy of Science 
and Engineering inducted Jayant 
Sabnis, Pratt & Whitney’s vice president 
of engineering (module centers), recog- 
nizing him among the state’s leading 
experts in science, engineering and 
technology. Sabnis’ induction is in recog- 
nition of his significant technical contri- 
butions to the development of Pratt & 
Whitney’s PurePower geared turbofan 
engine family in the areas of thermody- 
namics, aerodynamics and system performance. 





WEBSTER BANKER RECEIVES LEADERSHIP AWARD 


Cheryl Poryanda, senior vice president, market manager of communi- 
ty bank at Webster Bank, received the 2015 Leadership Award from 
the Meriden-based Women and Families Center. Poryanda has been 
involved with the United Way of Meriden-Wallingford for more than 20 
years, with leadership roles including loaned executive to president of 

: the board of directors. She currently 
serves on the board and is the chair of 
the allocations process panel. 


Poryanda volunteers as a United Way 
reader in the Hartford Public School 
system, facilitates seminars on elder 
financial abuse prevention, and has 
helped a team of Webster bankers 
adopt a family during the holiday sea- 
son for the past 10 years. 





Cheryl Poryanda | 
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REAL ESTATE FINANCE ASSOCIATION REPRESENTED AT HABITAT FOR HUMANITY INITIATIVE 
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Habitat 
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HOFFMAN AUDI VOLUNTEERS AT SUMMER SPECIAL OLYMPICS 
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P The Real Estate Finance Association of Connecticut IREFA eee salicieaiedil ina a Habitat for een Gee in Hartford. ind 
professionals from the REFA Hartford Chapter stepped out of the office and onto a construction site to help the community with its housing 
needs. Kelsey Rath of Talcott Realty Investors and a member of the REFA board chaired the event, along with Shannen Tack from the REFA CT 
Staff. Pictured (from left) are Mitch Insero, John Pember, Ed Engberg, Tom Humphrey, Kelsey Rath, Rebekah Reid, Nick Pinto, Shannen Tack 
and Christopher Anderson. 





> Nearly 60 Hoffman Audi employees and their families (Shown above) came together to cheer and encourage the hundreds of Special Olympics 
athletes that participated in track and field as well as aquatics events in the 2015 Northern Time Trials in Windsor. Athletes, along with over 
100 Unified partners from the participating schools, competed in order to place in the upcoming summer games. As a presenting sponsor of 
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the Northern Time Trials, the Hoffman Audi/Auto Group provided financial support to the event as well. 


16TH ANNUAL MAYOR’S CHARITY BALL RAISES $75, 000 | 


4 





P The Mayor’s Charity Ball in 


West Hartford brought about 
350 guests and raised almost 
$75,000 through a live auction 
hosted by Fox’s Jim Altman as 
well as other donations. 
Proceeds from the auction will 
go directly to two youth 
programs, Playhouse on Park’s 
Literature Alive program and 
The Town That Cares’ 
Backpack Program. The 
Mayor's Charity Ball was 
created to bring awareness to 
and raise funds for West 
Hartford nonprofits. 
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What would your 
non-profit do with 


$50,000? 
MENBC DD [Ecntury 


CONNECTICUT 


APPLY NOW - DEADLINE JULY 3 


The NBCUniversal Foundation is partnering with NBC Connecticut to launch 21st Century Solutions, 
a grant challenge for local non-profit organizations implementing new and innovative programs. 
Now through July 3, we’re looking for fresh ideas that are moving our community forward. 




















The first place grant recipient will receive a $50,000 grant and two runners-up 
will each receive $25,000, totaling $100,000 in awards for Connecticut. 


Go to NBCConnecticut.com 
and search “Solutions” for more details. 
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FOCUS ON 

YOUR BUSINESS > 
KNOWING YOUR 
TECHNOLOGY IS 
COVERED. 















20+ PROFESSIONAL FEATURES 


$ line including Caller ID, Call Forwarding & Three-Way Calling 
per mo KEEP 
your same number to make a seamless transition 7 
ASK ABOUT 
readable voice mail sy | 
Business 
NEXT-DAY INSTALL WITH SATURDAY 


AND EVENING APPOINTMENTS AVAILABLE & 
CALL (800) 367-1762 
VISIT COXBUSINESS.COM 


*Offer ends 8/30/15. Available to new commercial subscribers of Cox Business VoiceManager Essential. Prices based on 2-year service term. Up to 9 additional Cox Business VoiceManager Essential lines may be added for $25 per line per month. Prices 
exclude equipment, installation, taxes, and fees, unless indicated. Phone modem provided by Cox, requires electricity, and has battery backup. Access to E911 may not be available during extended power outage or if modem is moved or inoperable. 
Next-day installations are subject to availability; eligibility restrictions may apply and may require expedite fees. Discounts are not valid in combination with or in addition to other promotions and cannot be applied to any other Cox account. Services 


not available in all areas. Other restrictions apply. © 2015 Cox Communications, Inc. All rights reserved. 
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